Nowadays, wine tourism belongs to the key business activities of a winery. It represents a diversification tool of a typical production company. The research paper aims to explore the relationship between wine tourism and business model parameters according to financial and production performance of a winery. The results of the parametric Independent sample t -test reveal that there is no difference in revenue, profit or gross margin between two groups of wineries with or without wine tourism activities. But the analysis gave proof about the difference in a number of revenue streams, key, and additional business activities. The effect size r for t-test was also calculated. Measuring the association between key performance indicators and wine tourism activities reveals the dependency with the number of revenue streams of a winery. Additional business activities are the most relevant parameter to perform better results in wine tourism.
Introduction
Worldwide statistics indicate the size of the vineyards at 7.6 mha. 50% of the area is managed by the following five key countries only -Spain 14%, China 11%, France 10%, Italy 9%, Turkey 7%. The leading position in the ranch of grapes producers has Europe, as it is shown by other statistics of production (39% from Europe). Another third is grown in Asia, and 18% is coming from America. The average wine consumption is currently 242 mhl, with most wine consumers from the US, France, Germany, and Italy (STATE OF THE VITIVINICULTURE WORLD MARKET, 2017)".
Wine tourism refers to group tourism activities, which contain wine tasting and purchasing of wine in wine cellars, visiting wineries, vineyards, and restaurants, including organized wine tours, wine festivals or other special events tailored to company's needs. Last, but not least it supports local rural tourism (Carrà et Wine tourism is undoubtedly a vital revenue stream of the business model of a winery, which represents a key sales channel in some tourist areas (Rüdiger & Hanf, 2017) . Also it appears as a significant component of the regional and rural tourism (Asero, Patti, 2011; Skrbic et al. 2015 ; Krasavac Chroneos et al. 2018), which acts as an attractiveness factor for rural destinations (Meler, 2015) and contributes to the total economic development and employment of a region (Lekić et al., 2018) . Also, it is important resource for local economies (Afonso et al., 2018) . Business model represents a platform for creating and delivering product value for customers and consists of three key flows -value stream, revenue stream and logistical stream (Osterwalder, Pigneur, 2010) . The value for winery's customer is created by a system of activities -key business activities and additional business activities (Zott, Amitt, 2010) . The key business activities are the core of the business model, while in the wine industry it comprises production and sale of wine. Additional business activities of wineries include wine tourism activities, events or sale of accessory goods.
To maintain a long-term relationship with customers (Byrd et al., 2016) , customer -centric wineries are building loyalty systems with them, providing experiences (Thanh, Kirova, 2018) through providing wine tasting, which is one of the key activities of wine tourism. The broad definition of wine tourism is shaping the specification of the wine tourism customer with his / her specific attributes and expectations (Rüdiger et al., 2015) , which is used for predicting and promoting future wine tourism based on tourist intentions (Krajíčková, Šauer, 2018) . The profile of the wine tourist is similar to that of the wine consumer (Shor, Mansfeld, 2010) .
The latest studies addressing the influence of external parameters on wine tourist behaviour such as winescape (Quintal et al., 2015) , in combination with the characteristics of wine tourist, using the knowledge for segmentation of the wine tourist (Quintal et al., 2017) (Getz, Brown, 2006) or level of consumer involvement, where four groups of involvement were identified -low-involvement wine tourists, highly involved wine tourists, interestdriven wine tourists, and high-risk perception wine tourists (Gu et al., 2018) . Sekulic et al. (2017) have monitored Serbian's wine regions and had identified two types of wine tourists -active (consuming wine and visiting winery) and potential (consuming wine).
The logical consequence of customer clustering based on their values and preferences are several studies segmenting models and criteria for wine tourism. Brunner and Siegrist (2011) identified six segments of wine, such as the price-conscious wine consumer; the involved, knowledgeable wine consumer; the image-oriented wine consumer, the indifferent wine consumer; the basic wine consumer; and the enjoyment-oriented, social wine consumer. German researchers have accomplished new segmentation approach based on calculating direct tourism-related sales volume and revenue by selling wine at a winery (Szolnoki, 2018) .
Materials and methods
The goal of this research paper is to explore the relationship between wine tourism activities and business model parameters according to the financial performance of a winery measured by Total revenue, Gross margin, and Profit. However, there are quite enough of production and economic statistics in winery, but in general, there are very few hard statistics on wine tourism. Actual studies in the field of wine tourism are aimed at activities of wine tourism, segmentation criterion, and wine tourism destinations, underlining the importance of wine tourism as a diversifying factor in the wine industry. There are a few studies concerned with the relationship between wine tourism and exact production and financial results impacting a revenue model of a winery (Remeňová, Jankelová, 2018) .
The original research sample (N= 100) consists of Slovak wineries of all size types. Consultation with individual wineries and researchers in the winery field led us to focus on thee areas outlined earlier. Publicly available online financial and production information and data (www.finstat.sk) were used in this analysis. The researchers have acquired information also from secondary sources that represent the financial statements, annual corporate reports, and studies of external entities. The data obtained through the questionnaire about winery business activities are of a nominal and interval variable.
Data analysis
The non-parametric Chi Square Test of Independence was used to test the dependence between interval variables (Cultivated area, Annual production, Revenue, Gross Margin, Profit, On the market, No. of Revenue Streams, No. of Offline channels type, No. of Online Channels) and the nominal variables (Own Eshop, Off online channels, Sales channels (direct/indirect), Core business activity, Additional Business activity category, Vineyard Regions). This test is based on the assumption, that nominal variables are employed in the analysis for r x c contingency table. Chi-square provide information on the significance level of the observed variables, but also provides detailed information on exactly which categories account for any differences.
The strength of the association was measured through the ETA coefficients and the proportion of variability explained by the nominal variable by h 2 . The Cohen scale was used to interpret the strength of association between variables (Cohen, 1988; Hanák, 2016).
The parametric Independent sample t -test was used to identify significant differences in key financial performance indicators, scope of revenue streams, scope of key business activities and scope of additional business activities among two categories of providing/not providing wine tourism activities in a winery. The t-test represents an analysis of dependence, which compares mean value of continuous-level, normally distributed data.
Then the r was examined, whether a difference between two groups is meaningfully large, independent of whether the difference is statistically significant. The effect size r for t-test was then calculated as follows:
The assumption of homogeneity of variance and sphericity assumption was measured through Levenev's test. It represents the homogeneity of variance test that is less dependent on the assumption of normality than most tests. It computes the absolute difference between the value of that case and its cell mean and performs a one-way analysis of variance on those differences.
The data were analysed in PSPP statistical software. Hypotheses were tested at a significance level of p ≤ 0.05; while maintaining the primary rule of the Chi-Square Test of Independence, where the theoretical frequencies did not fall below a value of 5 in 80%, and for other values X > 1 applied 
Results and discussion
Based on the descriptive statistical results, we can say that the average number of wine tourism activities is M=1.34. Up to a third of wineries do not carry out any wine tourism activity. Nearly 56% of enterprises carry out one to two types of tourism activities, contributing to a significant expansion of revenue sources as is presented in Table 1 . The analysis also highlighted the small number of wineries that wine tourism activities consider to be the mainstay of revenue streams and create space for the creative use of this niche segment. 17% of wineries provide from three to five types of experience activities (Table 2) . The development of wine tourism activities increases the overall interest in traveling and business. Wine tourism interferes with and conditions the activity in gastronomy, the growth of sales channels and the transformation of the business model of the production company -a winery. What is the impact of the offer of services of winemaking on financial indicators (profit, amount of revenue, gross margin)? Is actually there any association with the individual elements of the business model of wineries? According to Newton et al. (2015) , direct sales channels influence growth. The results of their study suggest that the distribution channel will have a positive impact on the gross profit margin and winery growth rates. The relation of wine tourism as a direct distribution channel and financial indicators was followed by the next hypotheses:
H0= There is no dependence between wine tourism activities and key performance indicators (financial, production) and scope of business model of a winery We also monitored the dependence between wine tourism activities and key elements of business model of a winery. We tested the following hypotheses:
H0= There is no dependence between wine tourism activities and elements of business model of a winery H1= There is statistically significant dependence between wine tourism activities and elements of business model of a winery. 
Measurement of differences among wineries, which provide a wine tourism activity
The parametric Independent sample t -test was used to identify significant differences in key financial performance indicators, scope of revenue streams, scope of key business activities and scope of additional business activities among two categories ofproviding/not providing wine tourism activities in a winery. The following hypotheses were tested:
H0: There is no statistically significant difference in key financial and production performance indicators, scope of revenue streams, scope of key business activities and scope of additional business activities between the groups of wineries, which provide wine tourism activities, and which does not.
H1: There is statistically significant difference in key financial performance indicators, scope of revenue streams, scope of key business activities and scope of additional business activities between the groups of wineries, which provide wine tourism activities, and which does not.
The results of the Levene's test for analyzing the sphericity and homogeneity of variance doesn't confirm the violation of this assumption if p > .05. Levene's statistic and data about normality testing are presented in table 5. The purpose of our research study was to explore the number and the structure of wine tourism activities as an important part of the business model according to financial and production performance of a winery. At present, wine tourism, from a business model point of view, represents a significant revenue stream and simultaneously refers to direct sales channel, which has an influence on winery's growth. However, the winery industry operates on the same business model, wineries differ in the scope of the revenue model. Almost 40 % of wineries provide at least one wine tourism activity.
Most of wineries are still looking at wine tourism as a minority source of income that can overcome the critical financial period. They do not look for a competitive advantage in it that would create added value for the customer. According to our findings, a third of wineries do not offer wine tourism services at all. Wine tourism refers to tourism whose purpose includes visiting vineyards, wineries, wine festivals and events, during which the tasting and consumption of wine and experiencing the attributes of the winegrowing region are the primary motivations.
We asked the question if wineries providing the wine tourism activities have higher sales and higher gross margin. This assumption has not been confirmed. The range of wine tourism services is not so extensive in Slovakia that it should have a statistically significant financial impact on the revenue model.
Although no interaction between the six parameters (No. of Offline channels type, No. of Online Channels, Cultivated area in hectares, Annual production, Revenue, Gross Margin, On the market and Profit) emerged.
Conclusions
Winery business provides two types of product. There are goods also experienced as a wine tourism activity. In Slovak conditions, wineries primarily offer activities of wine tourism such as wine tasting, accommodation, gastronomy, and events. Despite this activity structure, there are still some wineries, which do not provide any wine tourism activity (up to a third of wineries). The key business activities represent a fundamental pillar of the business model of a winery. The relation to the next element of a business model is crucially significant -how the value for the customer is created. The dependence of the components of the business model and the services offered by the wine tourism indicate to be statistically non-significant. We have also analysed the results of the financial and production indicators; they have proven to be statistically non-significant. Using the parametric Independent sample t-test to identify significant differences in key financial performance indicators, the scope of revenue streams, scope of key business activities and range of additional business activities among two categories of -providing/not providing wine tourism activities in a winery. We found, with strong evidence, that wineries with extended revenue model by wine tourism activities reached a broader scope of additional business activities as well as the broader scope of revenue model (regarding revenue streams).
Importantly, our findings indicate, that wineries with well-defined revenue model extended by wine tourism are more likely to identify opportunities for developing new revenue sources.
Limitation of the study
The results of the research study provide answers to the existence of an innovative revenue stream of a winery regarding wine tourism and its impact on partial financial and production indicators and business model elements. Despite primary results, we realize the research limitation by a single industry of only one country. We consider the next research should be intensely focused on the financial performance of each revenue stream of the revenue model to ensure increasing profitability of a winery. It would also be efficient to extend the statistical sample of other wineries in Slovakia and neighboring countries because the business model of these enterprises is the same, but it differs within the scope of the revenue model.
